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ADVERTISING AND MEDIA RESEARCH 


Advertising Wearout: An Experimental Analysis, C. SAMUEL 
CRAIG, BRIAN STERNTHAL, and CLARK LEAVITT, No- 
vember, 365. 

Two experiments were conducted to examine the effect of 
very high levels of print ad repetition on brand name recall. 
Inexperiment I, the wearout in recall observed in natural settings 
was replicated in the laboratory. Experiment II examined 
whether this wearout was attributable to subjects’ inattention 
to ads and reactance to substantial repetition levels. When these 
factors were controlled experimentally, no wearout was ob- 
served; the highest repetition level yielded greater or as much 
persistence in brand name recall as lower repetition levels. The 
implications of these data for marketing practice and theory 
are discussed. 


Advertisements, A: 1958, 1970, 1972, AHMED BELKAOUI and 
JANICE BELKAOUI, May, 168. 

A content analysis on the portrayal of women in print adver- 
tisements is reported. A comparison with 1970 and 1972 studies 
suggests that advertisements have not kept up with the times 
in portraying women in the wide variety of roles they play 
in today’s world. 


Econometric Measurement of the Duration of Advertising Effect 
on Sales, DARRAL G. CLARKE, November, 345. 

A survey of the econometric literature is undertaken to 
determine the duration of cumulative advertising effect on sales. 
The surveyed studies yield conflicting estimates of the duration 
interval. The data interval is shown to have a powerful influence 
on the implied duration of advertising effect. The evidence leads 
to the conclusion that the cumulative effect of advertising on 

Black and White Consumer Sales Response to Black Models, PAUL sales lasts for only months rather than years. 
J. SOLOMON, RONALD F. BUSH, and JOSEPH YF. HAIR, 
JR., November, 431. 

See *‘Buyer Behavior” 


Experiment in Brand Choice, An, P. CHARLTON and A. S. C. 
EHRENBERG, May, 152. 
See ‘‘Brand Choice”’ 

Comments on ‘‘Attribution Theory and Advertiser Credibility,”’ 
ROBERT A. HANSEN and CAROL A. SCOTT, May, 193. 

A recent JMR article summarized attribution theory and 
presented data from an experiment predicated on this theoretical 
framework. Several conceptual and methodological issues in 
this original article are discussed and the conclusions drawn 
from the data are questioned. 


Experimental Evaluation of a Proposed Corrective Advertising 
Remedy, An, MICHAEL B. MAZIS and JANICE E. ADKIN- 
SON, May, 178. 

An experimental examination was undertaken of a corrective 
advertising message which had been ordered by an FTC admin- 
istrative law judge. Results indicate that the corrective adver- 


Communications-Effectiveness of Comparative Advertising: A tisement had a substantial influence on the brand belief it was 


Laboratory Analysis, V. KANTI PRASAD, May, 128. 

Recent debate on comparative advertising has focused on 
its ethical rather than its effectiveness dimension. A laboratory 
experiment was performed to assess the communications-ef- 
fectiveness of a comparative advertisement in relation to its 
‘brand X”’ counterpart. Results indicate that though a compara- 
tive advertising format can enhance message recall to some 
extent, it also can result in some loss of effectiveness from 
consumer perceptions of low credibility of its claims. 


Comparative Analysis of the Roles Portrayed by Women in Print 


intended to affect and on a related belief which was not the 
target of the communication. The effect of including the FTC 
as the source of the corrective message was studied also. 


Measurement of Industry Advertising Effects, The, RANDALL 


L. SCHULTZ and DICK R. WITTINK, February, 71. 

A theory of industry advertising effects is outlined which 
can be used to investigate empirically the influence of selective 
advertising on primary demand. A set of cases corresponding 
to this theory is described and a model to discriminate among 
them is presented. 
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Rachet Model of Advertising Carryover Effects, A, LEONARD 
J. PARSONS, February, 76. 

Advertising expenditures in previous periods influence sales 
in the current period. Two types of carryover phenomena may 
be at work, the delayed response effect and the customer 
holdover effect. A rachet model is compared with the traditional 
model as a means of measuring carryover effect. 


Short-Run Advertising Effects on Children: A Field Study, 
THOMAS S. ROBERTSON and JOHN R. ROSSITER, February, 
68. 

The effectiveness of children’s toy and game commercials 
was studied in a field setting during the Christmas advertising 
campaign of November-December 1972. The effect of campaign 
television advertising on children’s toy and game choices was 
found to be moderate though significant. The findings suggest 
that the short-term impact of television commercials on children’s 
behavioral choices is similar at all age levels. 


ATTITUDE THEORY RESEARCH 


Development of a Scale to Measure Consumer Discontent, The, 
WILLIAM J. LUNDSTROM and LAWRENCE M. LAMONT, 
November, 373. 

See ‘‘Scaling Methods”’ 


Effect of Individual and Situation-Related Factors on Consumer 
Selection of Judgmental Models, The, C. WHAN PARK, May, 
144. 

See ‘‘Buyer Behavior”’ 


Effect of Order of Presentation of Similarity Judgments on Multi- 
dimensional Scaling Results, The: An Empirical Examination, 
ARUN K. JAIN and CHRISTIAN PINSON, November, 435. 

See ‘‘Scaling Methods”’ 


Halo Effects in Multiattribute Attitude Models: An Appraisal of 
Some Unresolved Issues, NEIL E. BECKWITH and DONALD 
R. LEHMANN, November, 418. 

The authors discuss the issues raised by Johansson, MacLach- 
lan, and Yalch concerning halo effects in multiattribute models. 
It appears that halo effects can provide an upward bias upon 
the explanative power of individual-level multiattribute attitude 
models using subjective beliefs indicated by respondents. 


Halo Effects in Multiattribute Attitude Models: Some Unresolved 
Issues, JOHNY K. JOHANSSON, DOUGLAS L. MacLACH- 
LAN, and RICHARD F. YALCH, November, 414. 

Certain shortcomings are found in Beckwith and Lehmann’s 
study of the problem of halo effects in multiattribute attitude 
models in marketing. The writers contend that the data used 
were inadequate to test properly for halo effects and thus an 
inappropriate model was developed. 


On the Validity and Reliability of Direct Similarity Judgments, 
JOHN O. SUMMERS and DAVID B. MacKAY, August, 289. 
The writers raise several conceptual issues concerning direct 
similarity judgments and provide data on their reliability and 
validity. The results present a discouraging view of the reliability 
and validity of these judgments as measures of individual 
perceptions. 


Psychographics: Some Additional Findings, THOMAS C. KIN- 
NEAR and JAMES R. TAYLOR, November, 422. 
See ‘‘Buyer Behavior”’ 


Time Changes in Perception: A Longitudinal Application of Multidi- 
mensional Scaling, REZA MOINPOUR, JAMES M. McCUL- 
LOUGH, and DOUGLAS MacLACHLAN, August, 245. 

See ‘‘Scaling Methods”’ 
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BRAND CHOICE 


Experiment in Brand Choice, An, P. CHARLTON and A. S. C. 
EHRENBERG, May, 152. 

The experiment shows how effects of marketing action on 
the consumer can be investigated by the use of small ad hoc 
consumer panels and door-to-door selling. The effects of price 
differentials, a promotion, advertising, an out-of-stock condition, 
the introduction of a new product, and certain weak forms 
of brand differentiation are examined. The experiment also 
confirms earlier findings that buyer behavior under semi-artificial 
conditions resembles that in real life. 


Investigation of Perceived Risk at the Brand Level, J. PAUL PETER 
and MICHAEL J. RYAN, May, 184. 

Perceived risk is conceptualized in terms of expected negative 
utility associated with automobile brand preferences. Empirical 
evidence supports the notion that importance of loss is more 
useful as a segmentation variable than as a component in a 
multiplicative mode. The findings also indicate that probability 
of loss may operate at the handled risk level and importance 
of loss at the inherent risk level. 


Market Segments and Stochastic Brand Choice Models, ROBERT 
C. BLATTBERG and SUBRATA K. SEN, February, 34. 
See ‘‘Market Segmentation”’ 


Predictive Aspects of a Joint-Space Theory of Stochastic Choice, 
A, ROGER J. BEST, May, 198. 

An empirical study of the relationship between brand choice 
behavior and the distances between ideal points and brands 
displayed in joint-space configurations revealed five operative 
models of choice behavior. Seventy-three of 77 individual models 
were significant and 57 produced significant predictions of future 
brand choice behavior. 


BUYER BEHAVIOR 


Black and White Consumer Sales Response to Black Models, PAUL 
J. SOLOMON, RONALD F. BUSH, and JOSEPH F. HAIR, 
JR., November, 431. 

An experiment was conducted to examine consumer response 
to black models displayed in promotional material. The study 
extends prior research on the effects of black models by 
determining (1) the sales response of white consumers in the 
Deep South to black models and (2) the sales response of black 
consumers to black models. 


Cognitive Dissonance and Consumer Behavior: A Review of the 
Evidence, WILLIAM H. CUMMINGS and M. VENKATESAN, 
August, 303. 

Researchers in consumer behavior have attempted to relate 
attitude change, information seeking, and brand loyalty to the 
concept of cognitive dissonance. The writers review the consumer 
behavior literature relating to cognitive dissonance, critique the 
research, and provide some directions for future research. 


Comments on ‘‘Attribution Theory and Advertiser Credibility,” 
ROBERT A. HANSEN and CAROL A. SCOTT, May, 193. 
See ‘‘Advertising and Media Research”’ 


Communications-Effectiveness of Comparative Advertising: A 
Laboratory Analysis, V. KANTI PRASAD, May, 128. 
See ‘‘Advertising and Media Research”’ 


Cultural Values Do Correlate With Consumer Behavior, WALTER 
A. HENRY, May, 121. 
Empirical evidence is provided to support the general theory 
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that culture is a determinant of certain aspects of consumer 
behavior. Value dimensions developed to study the cultural 
orientations within American society were found to correlate 
with the ownership of generic automobile categories. 


Dimensions of Marital Roles in Consumer Decision Making: Revi- 
sited, F. K. SHUPTRINE and G. SAMUELSON, February, 
87. 

A partial replication of a 1969 study of husband-wife decision 
roles was conducted to determine the effects of changing 
attitudes toward women’s role in society. The findings show 
dimensions of marital roles similar to those of the earlier study. 
The major difference is a decrease in the ‘‘equal influence”’ 
categories; the decrease is not to the benefit of one partner, 
as each gains more influence. 


Does a Change in Customer Loyalty Occur When a New Car Agency 
is Sold?, RICHARD D. NORDSTROM and JOHN E. SWAN, 
May, 173. 

Marketing theorists have assumed that changes in market 
structure variables could affect consumer loyalty behavior. This 
report presents supportive evidence from an ex post facto 
experiment showing that a change in a business’ ownership 
was related to significantly altered brand and store loyalty 
patterns. 


Effect of Individual and Situation-Related Factors on Consumer 
Selection of Judgmental Models, The, C. WHAN PARK, May, 
144. 

The study reported tests the hypotheses that the consumer’s 
use of a specific judgmental model in evaluating a product is 
a function of prior familiarity and/or product complexity. The 
results indicate that the two factors influence the respondent’s 
selection of judgmental models. 


Effects of Trial and Incentives on Repeat Purchase Behavior, The, 
CAROL A. SCOTT, August, 263. 

Although relatively under-researched, behavioral influence 
strategies commorly are used by marketers to modify consumer 
demand. Reported here are the results of a field experiment 
which tested the effectiveness of trial and incentive behavioral 
influence strategies. The efficacy of using self-perception theory 
to explain and predict behavior is assessed. 


Evaluating Aggregated Predictions from Models of Consumer 
Choice Behavior, ADRIAN B. RYANS, November, 333. 
See ‘‘Forecasting”’ 


Experiment in Brand Choice, An, P. CHARLTON and A. S. C. 
EHRENBERG, May, 152. 
See ‘‘Brand Choice”’ 


Experimental Analysis of a Salesman’s Expert and Referent Bases 
of Social Power in the Buyer-Seller Dyad, An, PAUL BUSCH 
and DAVID T. WILSON, February, 3. 

See ‘‘Sales Force Research’”’ 


Exploring Environmental Influences in Organizational Buying, 
KJELL GR@NHAUG, August, 225. 
See ‘Organizational Buyer Behavior”’ 


Halo Effects in Multiattribute Attitude Models: An Appraisal of 
Some Unresolved Issues, NEIL E. BECKWITH and DONALD 
R. LEHMANN, November, 418. 

See ‘‘Attitude Theory Research”’ 


Halo Effects in Multiattribute Attitude Models: Some Unresolved 
Issues, JOHNY K. JOHANSSON, DOUGLAS L. MacLACH- 
LAN, and RICHARD F. YALCH, November, 414. 

See ‘‘Attitude Theory Research”’ 


Investigation of Perceived Risk at the Brand Level; J. PAUL PETER 
and MICHAEL J. RYAN, May, 184. 
See ‘‘Brand Choice”’ 


Modeling an Organizational Buyer’s Product Evaluation Strategy: 
Validity and Procedural Considerations, JEROME E. SCOTT 
and PETER WRIGHT, August, 211. 

See ‘‘Organizational Buyer Behavior’ 


On the Validity and Reliability of Direct Similarity Judgments, 
JOHN O. SUMMERS and DAVID B. MacKAY, August, 289. 
See ‘‘Attitude Theory Research’’ 


Psychographics: Some Additional Findings, THOMAS C. KIN- 
NEAR and JAMES R. TAYLOR, November, 422. 

In a recent JMR article, Wells undertook a critical review 
of psychographics. The writers present additional product-relat- 
ed psychographic findings. They also provide evidence on the 
question of relationship and structural reliability. 


Short-Run Advertising Effects on Children: A Field Study, 
THOMAS S. ROBERTSON and JOHN R. ROSSITER, February, 
68. 

See ‘‘Advertising and Media Research’”’ 


Social Comparison and Informal Group Influence, GEORGE P. 
MOSCHIS, August, 237. 

Little is known about the basis on which an individual selects 
and is influenced by specific reference groups. An attempt is 
made to explain consumer susceptibility to informal group 
influence by Festinger’s theory of social comparison. The results 
of the study support hypotheses derived from the theory and 
offer insight into the determination of reference group influence. 
Marketing implications of this theory are discussed. 


CHANNELS OF DISTRIBUTION 


Channel Domination and Countervailing Power in Distributive 
Channels, MICHAEL ETGAR, August, 254. 

Three hypotheses are discussed: that the power of a channel 
leader is a result of his control over some power sources, and 
of dependency of other channel members upon him, and that 
such power can be offset by the countervailing power available 
to the channel members. Results of an empirical study which 
tested and confirmed these hypotheses in a conventional channel 
framework are presented. Several implications are derived which 
pertain to channel management decisions and proper selection 
of channel control mix. 


Effects of Administrative Control on Efficiency of Vertical Market- 
ing Systems, MICHAEL ETGAR, February, 12. 

A multivariate analysis was used to compare the operational 
efficiency of administratively coordinated and market coordi- 
nated vertical marketing systems. The study proposed nine 
dimensions where administrative coordination can be superior. 
The results of the study provide evidence that an administratively 
coordinated system is indeed superior, especially with regard 
to streamlining intrasystem activities and decisions. 


Sources of Power: Their Impact on Intrachannel Conflict, ROBERT 
F. LUSCH, November, 382. 

The sources of power that auto manufacturers use to obtain 
control over their dealer network are shown to have a significant 
impact on the level of conflict that dealers have with their 
manufacturers. Coercive sources tend to increase the level of 
intrachannel conflict whereas noncoercive sources tend to de- 
crease it. Auto manufacturers need to be cognizant of this fact 
in order to use intelligently their available sources of power. 





COMPUTER ABSTRACTS 


CATANOVA: A Program for Computing an Analysis of Variance 
for Categorical Data, HOWARD S. GITLOW, November, 408. 


CAVEIN: A Program for Computer Aided Validation and Evaluation 
of Interviewing, PURNELL H. BENSON, August, 273. 


CFA: Defining Modal Types by Configural Frequency Analysis, 
JOHN D. MORRIS, August, 272. 


CHOICE: A Program to Derive the Parameters (Scale Values) for 
the Davidson Extension of the Bradley-Terry-Luce Choice Model, 
BRAD CLARK and JOHN L. STANTON, November, 409. 


CIBAT: Computer Interaction Bayesian Analysis Technique, J. 
TAYLOR SIMS and TERRY HAIMMACK, February, 62. 


Decision Rule Simulations fer Controlling Inventory of Different 
Lorenz Product Distributions, TERRY NELS LEE, November, 
405. 


FOCUS: A Multi-Purpose Interactive Forecasting Package, PETER 
R. LANSLEY, February, 64. 


ITSA: Interactive Time Series Analysis Program, ADAM GEHR 
and RICHARD M. DURAND, February, 64. 


KRAWL: A Program to Obtain Exact Critical Values and Exact 
Probability Levels for the Kruskal-Wallis Statistic, W. V. GEHR- 
LEIN and E. M. SANIGA, November, 407. 


LDFCP1: .. Linear Discriminant Function Program, ABDUL W. 
HAMMOLD, February, 61. 


LHOO3: A Nonparametric Program to Test for an Identity of 
Dispersion Patterns Across C Multivariate Distributions, V. 
PARKER LESSIG, JAMES F. HORRELL, and AMRENDRA 
SINGH, August, 271. 


NONMET II: A Program for the Analysis of Nonmetric Data by 
Linear Models, HERBERT M. KRITZER, November, 404. 


PATHAN: Path Analysis Program for Recursive Models, WILLIAM 
R. DARDEN and DUB ASHTON, May, 162. 


PINDIS: Procrustean Individual Difference Scaling: A Direct 
Transformational Approach to Multidimensional Analysis of 
Three-Way Data Matrices, JAMES C. LINGOES and INGWER 
BORG, November, 406. 


REDUCE: A Program for Reducing the Number of Cases in Data 
Sets and Analyzing the Constraints Present Within a Series of 
Variables, R. DARCY and H. AIGNER, November, 410. 


RFME': A Program for Determining Media Audience Reach, 
Frequency, and Frequency Distribution of Advertising Media 
Schedules, MORTON I. JAFFE, August, 270. 


TGDA: A Two-Group Discriminant Analysis Program, A. V. 
BRUNO and N. F. POHL, February, 63. 


TS-V: Thurstone’s Law of Comparative Judgment (Case V), J. 
TAYLOR SIMS and TERRY HAMMACK, May, 161. 


ECONOMETRIC MODELS 
Comment on ‘‘A Comment ona Market Share Theorem,’” ARNOLD 
I. BARNETT, August, 312. 
A reply to Chatfield’s comments. 
Comment on a Market Share Theorem, A, CHRISTOPHER CHAT- 
FIELD, August, 309. 
This comment concerns the role of mathematics in marketing 
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research and examines in particular a market share theorem 
proposed by Bell, Keeney, and Little. 


Econometric Measurement of the Duration of Advertising Effect 
on Sales, DARRAL G. CLARKE, November, 345. 
See ‘‘Advertising and Media Research”’ 


Logically Consistent Market Share Models Il, TIMOTHY W. 
McGUIRE and DOYLE L. WEISS, August, 296. 

The purpose of this report is to discuss, explain, and position 
the more notable literature on logically consistent market share 
demand models. More specifically, the report explains and 
provides examples for the analysis by McGuire et al., discusses 
the recent paper by Naert and Bultez, and comments on a 
recent related article by Beckwith. 


Market Segments and Stochastic Brand Choice Models, ROBERT 
C. BLATTBERG and SUBRATA K. SEN, February, 34. 
See ‘‘Market Segmentation’”’ 


Measurement of Industry Advertising Effects, The, RANDALL 
L. SCHULTZ and DICK R. WITTINK, February, 71. 
See ‘*Advertising and Media Research”’ 


Measuring Sales Effects of Some Marketing Mix Variables and 
Their Interactions, V. KANTI PRASAD and L. WINSTON 
RING, November, 391. 

Unique field experiment data provided by the Milwaukee 
Advertising Laboratory were used to investigate the individual 
and interactive effects upon market shares of some marketing 
mix variables at two controlled levels of aggregate TV advertising 
exposure opportunity. The analysis showed interactive effects 
to be among the significant determinants of brand share. Market 
response to advertising, for instance, was found to depend upon 
the experimental brand’s relative price level. Also, an exploratory 
hypothesis that high levels of TV advertising may correspond 
with a shift of relative effectiveness from TV advertising to 
other promotional variables was tested and supported. The 
results suggest the benefits of controlled field experiments and 
the importance of including interactive variables in mode's of 
market demand. 


More on a Market Share Theorem, ARNOLD I. BARNETT, 
February, 104. 

Because of the stringent conditions in the Bell-Keeney-Little 
axioms, the result is directly applicable only in limited circum- 
stances. This report describes an attempt to extend the market 
share theorem by dropping its assumptions of ‘‘symmetry’’ and 
‘‘linearity”’ in favor of more general axioms. Unique expressions 
for market shares are obtained in the wider framework consid- 
ered. The results may make the market share theorem more 
accessible to those wishing to use it. 


Rachet Model of Advertising Carryover Effects, A, LEONARD 
J. PARSONS, February, 76. 
See ‘Advertising and Media Research’’ 


Reply to ‘‘A Comment on a Market Share Theorem,’’ JOHN D. 
LITTLE, August, 313. 


A reply to Chatfield’s comment. 


FORECASTING 


Effects of Sampling Variation on Sales Forecasts for New Consumer 
Products, The, ROBERT SHOEMAKER and RICHARD STAE- 
LIN, May, 138. 

A general procedure is outlined for estimating the sampling 
error in sales forecasts of new nondurable consumer products. 
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The technique is illustrated for the Parfitt and Collins model 
with actual data from four new product introductions. 


Estimation of Market Area Population from Residential Electrical 
Utility Data, GEORGE C. HEPBURN, THOMAS H. MAYOR, 
and JAMES E. STAFFORD, August, 230. 

An ability to project current population in small market trading 
areas is critical to many types of markci research. The use 
of selected utility data to estimate current population in small 
geographic areas is evaluated. 


Evaluating Aggregated Predictions from Models of Consumer 
Choice Behavior, ADRIAN B. RYANS, November, 333. 

Some approaches to evaluating the predictive validity of 
models of consumer choice behavior are developed for the 
situation in which predictions are made from one sample of 
consumers and are validated on the basis of a second sample 
of consumers. This situation is becoming more common in 
marketing. 


INFORMATION PROCESSING 


Effect of Individual and Situation-Related Factors on Consumer 
Selection of Judgmental Models, The, C. WHAN PARK, May, 
144. 

See ‘‘Buyer Behavior” 


Method for Analyzing New Formulation Decisions, A, KATHRYN 
E. A. VILLANI and DONALD G. MORRISON, August, 284. 
Because of inflation and supply shortages, managements 
increasingly have had to consider product reformulation as a 
means of keeping production costs down and retail prices 
competitive. An analytical approach is presented for estimating 
the market sizes for current and proposed new formulations 
of a product or brand. The analysis suggests fundamental issues 
that should be considered in the design and interpretation of 
research relevant to the reformulation decision. 


INTERVIEWING METHODS 


Effect of Question Form on Gathering Income Data by Telephone, 
The, WILLIAM B. LOCANDER and JOHN P. BURTON, 189. 
See ‘‘Sampling and Survey Methods”’ 


Evaluation of the Effectiveness of Drop-Off Questionnaire Delivery, 
An, CHRISTOPHER H. LOVELOCK, RONALD STIFF, 
DAVID CULWICK, and IRA M. KAUFMANN, November, 
358. 

See ‘‘Sampling and Survey Methods”’ 


MARKET SEGMENTATION 


Identifying Interurban Shoppers: Multiproduct Purchase Patterns 
and Segmentation Profiles, WILLIAM R. DARDEN and WIL- 
LIAM D. PERREAULT, JR., February, 51. 

The authors suggest that there is more than one type of 
outshopper, each type motivated by needs emanating from 
unique socioeconomic, life cycle, and life style perspectives. 
These concepts are tested with an empirical classification of 
outshoppers. 


Market Segments and Stochastic Brand Choice Models, ROBERT 
C. BLATTBERG and SUBRATA K. SEN, February, 34. 

The modeling of buyer behavior by stochastic brand choice 
models has typically involved the use of a single model to 
represent the behavior of all consumers though consumer heter- 
ogeneity is recognized by allowing the model’s parameters to 
vary across the population. However, analysis of panel data 


for several frequently purchased products indicates the existence 
of several distinct consumer segments which are difficult to 
represent by a single model. It is shown, instead, that in order 
to describe adequately the behavior of these segments, it is 
necessary to use several different models while allowing con- 
sumers within a segment to have different model parameters. 


ORGANIZATIONAL BUYER BEHAVIOR 


Exploring Environmental Influences in Organizational Buying, 
KJELL GRO@NHAUG, August, 225. 

A taxonomy, product dependent and product independent, 
is introduced as a basis for classifying organizations and compar- 
ing their behavior in buying situations. In a study conducted 
among 48 organizations, purchasing activities were found to 
be more structured in product dependent than in product 
independent organizations. Furthermore, a study of how a 
complex buying situation was handled demonstrated differences 
between the two types of organization with regard to search 
behavior, buying motives, and goals pursued. 


Modeling an Organizational Buyer’s Product Evaluation Strategy: 
Validity and Procedural Considerations, JEROME E. SCOTT 
and PETER WRIGHT, August, 211. 

The subjective weights an organizational buyer gave to dif- 
ferent cues were estimated by regression procedures with data 
from an in-office product-concept evaluation task. Multiple 
validity tests of the estimated weighting coefficients were per- 
formed including cross-validations, comparisons with a 
“*known-groups”’ model, and comparisons with self-reports. The 
effects on the estimated models of variations in the product-con- 
cept profiles used in the task also were examined. The results 
provide insight on the validity of cue-weighting evidence gathered 
under field conditions. 


PRICING RESEARCH 


Experiment in Brand Choice, An, P. CHARLTON and A. S. C. 
EHRENBERG, May, 152. 
See ‘‘Brand Choice”’ 


REGRESSION AND OTHER STATISTICAL 
TECHNIQUES 


Data Quality, Level of Aggregation, and Nonmetric Multidimen- 
sional Scaling Solutions, GEORGE S. DAY, TERRY 
DEUTSCHER, and ADRIAN B. RYANS, February, 92. 

See ‘‘Scaling Methods”’ 


Effect of Order of Presentation of Similarity Judgments on Multidi- 
mensional Scaling Results, The: An Empirical Examination, 
ARUN K. JAIN and CHRISTIAN PINSON, November, 435. 

See ‘‘Scaling Methods”’ 


Measuring Sales Effects of Some Marketing Mix Variables and 
Their Interactions, V. KANTI PRASAD and L. WINSTON 
RING, November, 391. 

See ‘‘Econometric Models”’ 


Time Changes in Perception: A Longitudinal Application of Multidi- 
mensional Scaling, REZA MOINPOUR, JAMES M. McCUL- 
LOUGH, and DOUGLAS MacLACHLAN, August, 245. 

See *‘Scaling Methods”’ 


Variation Among Multidimensional Scaling Solutions: An Examina- 
tion of the Effect of Data Collection Differences, THOMAS 
W. WHIPPLE, February, 98. 

See ‘Scaling Methods”’ 





RETAILING AND WHOLESALING 


Channel Domination and Countervailing Power in Distributive 
Channels, MICHAEL ETGAR, August, 254. 
See ‘‘Channels of Distribution” 


Does a Change in Customer Loyalty Occur Whena New Car Agency 
is Sold?, RICHARD D. NORDSTROM and JOHN E. SWAN, 
May, 173. 

See ‘‘Buyer Behavior”’ 


Effects of Administrative Control on Efficiency of Vertical Market- 
ing Systems, MICHAEL ETGAR, February, 12. 
See ‘‘Channels of Distribution” 


Sources of Power: Their Impact on Intrachannel Conflict, ROBERT 
F. LUSCH, November, 382. 
See ‘‘Channels of Distribution”’ 


SALESFORCE RESEARCH 


Assigning Salesmen to Accounts to Maximize Profits, LEONARD 
M. LODISH, November, 440. 

A mathematical programming model and linear programming 
solution procedure are developed to assign salesmen to accounts 
and simultaneously to determine appropriate time allocations 
to the accounts. The model is useful for sales situations in 
which the geographic locations of accounts are close and the 
interaction of the salesman with the account is relatively impor- 
tant in the marketing mix. An implementation example is 
discussed. 


Experimental Analysis of a Salesman’s Expert and Referent Bases 
of Social Power in the Buyer-Seller Dyad, An, PAUL BUSCH 
and DAVID T. WILSON, February, 3. 

A salesman’s expert and referent social power bases are 
analyzed experimentally to assess their impact on the customer’s 
trust in the salesman, attitude, and behavioral intentions. Find- 
ings indicate that expertise is generally more effective than 
referent power in producing the desired customer changes. 


Integer Programming Models for Sales Territory Alignment to 
Maximize Profit, ANDRIS A. ZOLTNERS, November, 426. 

A recent article described a mathematical programming model 
and heuristic solution procedure to realign sales territories. This 
report presents two linear integer programming models for sales 
territory alignment to maximize profit. Emphasis is placed on 
the development of models which are easy to implement. 


Job Performance Related to Management Control Systems for 
Pharmaceutical Salesmen, CHARLES M. FUTRELL, JOHN E. 
SWAN, and JOHN T. TODD, February, 25. 

Conceptualization and empirical investigation of marketing 
management control systems have not developed to the point 
where terms, concepts, and mcthods are clear enough to provide 
reliable guidelines for managers of sales forces. Three national 
firms’ salesmen’s perceptions of their control system were 
related to the salesmen’s performance to identify the most 
important control system characteristics. 


Organizational Climate and Job Satisfaction in the Salesforce, 
GILBERT A. CHURCHILL, NEIL M. FORD, and ORVILLE 
C. WALKER, Jr., November, 323. 

This report concerns the impact of several organiational 
climate variables on the job satisfaction of a cross-section of 
industrial salesmen. To gain greater insight into how climate 
affects salemen’s feelings about their jobs, the relationships 
between each climate variable and each of seven components 
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of job satisfaction also are examined. Finally, the managerial 
implications of the findings are explored, and actions that might 
lead to improvements in salesforce morale are discussed. 


’ SAMPLING AND SURVEY METHODS 


Broadening the Scope of Methodological Research on Mail Surveys, 
MICHAEL J. HOUSTON and NEIL M. FORD, November, 
397. 

Methodological studies on mail surveys typically assess the 
effectiveness of a device with respect to only one dependent 
variable—response rate. Other factors in the use of mail surveys, 
i.e. response speed and quality, also require methodological 
research. This report includes a discussion of these factors and 
a review of the findings of studies that have included them 
as dependent variables. 


Effect of Question Form on Gathering Income Data by Telephone, 
The, WILLIAM B. LOCANDER and JOHN P. BURTON, May, 
189. 

Anexperiment varying question form in an interview gathering 
income data by telephone produced significant differences in 
the income estimates. Two of the four forms tested proved 
to yield better estimates of household income. 


Effect of Underreporting by Consumer Panels on Level of Trial 
and Repeat Purchasing of New Products, G. P. HYETT and 
J. R. MCKENZIE, February, 80. 

This report describes a method of adjusting observed, or 
reported, trial level by taking account of underreporting and 
arriving at an estimate of true level of trial. By similar methods 
it is possible to estimate the true volume of purchases by purchase 
occasion from the equivalent reported figures. These methods 
are applied to a constructed example. 


Evaluation of the Effectiveness of Drop-Off Questionnaire Delivery, 
An, CHRISTOPHER H. LOVELOCK, RONALD STIFF, 
DAVID CULWICK, and IRA M. KAUFMANN, November, 
358. 


Personal delivery (and collection) of self-administered ques- 
tionnaires is evaluated in comparison with alternative methods 
of obtaining information from respondents. For lengthy ques- 
tionnaires, personal delivery by lightly trained survey takers 
appears to yield higher response rates than mail surveys at 
competitive costs; it also provides for more precisely controlled 
samples and clearer identification of the nature of nonresponse 
bias. This method is particularly appropriate for conducting 
detailed surveys of consumer attitudes and behavior patterns 
in an era of rapidly rising postage costs. 


Mail Survey Premiums and Response Bias, WILLIAM J. WHIT- 
MORE, February, 46. 

Does the inclusion of a premium in a mail survey not only 
increase the response rate, but also bias the responses? An 
analysis comparing respondents who were sent a premium with 
those who were not reveals little to suggest that such a systematic 
bias results from inclusion of a premium with a mail survey. 
Certain previously cited biases were not found significant in 
this study. 


On the Personalization-Anonymity Relationship in Mail Surveys— 
Reply, MICHAEL J. HOUSTON and ROBERT W. JEFFER- 
SON, February, 112. 

The authors reply to Wiseman’s comments, suggesting that 
removal of anonymity, rather than loss of confidentiality, caused 
the response rate to decline in their experimental groups. They 
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discuss the difference between these phenomena and propose 
a study design for future research. 


Reassessment of the Effects of Personalization on Response Pat- 
tern: in Mail Surveys, A, FREDERICK WISEMAN, February, 
110. 

A brief review of recent articles on personalization is present- 
ed. The author questions Houston and Jefferson’s conclusion 
that personalization negatively affected response, suggesting that 
a loss of confidentiality rather than personalization may have 
caused the response rate to decline in the relevant experimental 
groups. 


Researcher’s Sample, The: A Review of the Choice of Respondents 
in Marketing Research, STEVEN E. PERMUT, ALLEN J. 
MICHEL, and MONICA JOSEPH, August, 278. 

All respondent samples reported during a 10-year span of 
the JMR were examined individually. On the basis of nine specific 
criteria, such as sex, age, and occupation, respondent samples 
were found to be poorly and incompletely specified. Thus major 
difficulties are suggested in attempts to replicate, and thereby 
to verify, much of the marketing research reported in the 
literature. 


SCALING METHODS 


Data Quality, Level of Aggregation, and Nonmetric Multidimen- 
sional Scaling Solutions, GEORGE S. DAY, TERRY 
DEUTSCHER, and ADRIAN B. RYANS, February, 92. 

The report explores the effect on the scaling solution of quality 
of input data as measured by the reliability of the individual 
respondent’s similarity judgments and the extent of aggregation 
across respondents. A conceptual structure for understanding 
these issues is developed. Data from five separate nonmetric 
MDS studies illustrate the concepts. Analysis procedures are 
suggested for coping with various combinations of stress and 
reliability in the data. 


Development of a Scale to Measure Consumer Discontent, The, 
WILLIAM J. LUNDSTROM and LAWRENCE M. LAMONT, 
November, 373. 

This report concerns the procedures used and results obtained 
in the development of an attitude scale to measure consumer 
discontent. Using consumer attitudes and the related consu- 
merism literature as a point of departure, the writers define 
consumer discontent and develop a scale to measure the con- 
struct. The research results suggest that marketing and market- 
related constructs are potentially scalable properties that can 
meet rigorous reliability and validity criteria. 


Effect of Order of Presentation of Similarity Judgments on Multidi- 
mensional Scaling Results, The: An Empirical Examination, 
ARUN K. JAIN and CHRISTIAN PINSON, November, 435. 


Order of presentation of objects might influence the similarity 
judgments provided by respondents. If so, the results obtained 
by MDS techniques are likely to be biased. To examine this 
possibility, several hypotheses were developed, an experiment 
was designed, and data were analyzed by use of multivariate 
analysis of variance. No significant differences due to order 
effect were found in similarity judgments. 


Time Changes in Perception: A Longitudinal Application of Multidi- 
mensional Scaling, REZA MOINPOUR, JAMES M. McCUL- 
LOUGH, and DOUGLAS MacLACHLAN, August, 245. 

Multidimensional scaling techniques are employed in a longi- 
tudinal experiment as an approach to investigate attitude proc- 
esses. An attempt is made to validate nonmetric MDS as a 
useful instrument for monitoring changes in perception brought 
about by persuasive communication over time. 


Variation Among Multidimensional Scaling Solutions: An Examina- 
tion of the Effect of Data Collection Differences, THOMAS 
W. WHIPPLE, February, 98. 

The study extends the research on MDS comparisons by 
examining the relative effect of six different data collection 
tasks on nonmetric MDS solutions. The major finding is that 
variation among scaling solutions is dominated by data collection 
task differences. The greatest variation is attributable to whether 
preference statements, proximity judgments, or attribute ra- 
tings /rankings are scaled. Sample differences explain only a 
small amount of configuration incongruence. As expected, 
differences in computerized, nonmetric MDS algorithms account 
for the least variation. 


MISCELLANEOUS 


Careers and Noncommunication: The Case of Academic and Applied 
Marketing Research, ARTHUR J. KOVER, November, 339. 
The communication gap between academic and practitioner 
marketing researchers is explored; its source is traced to dif- 
ferences in career patterns of the two branches of the field. 
Some suggestions are given for alleviating the situation (although 
truly overcoming this gap may be structurally impossible). 


JMR Book Review Section in Transition, The, ROBERT A. PE- 
TERSON, May, 205. 
The Book Review Editor pays tribute to his predecessor, 
Sidney Hollander, and discusses possible future directions for 
the Book Review Section. 


JMR’s Editorial Objectives, The, HARPER W. BOYD, Jr., Fe- 
bruary, |. 
Editorial. 


New Journals in Review, November, 445. 
Brief descriptions are presented of journals in disciplines 
related to marketing research. 
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